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Abstract 
 
In the year 2012 the European Union (the EU) published a commercial promoting the 
enlargement of the Union. The claimed intention of the product was to depict mutual respect and 
harmony. The commercial showed multicultural/-racial people practicing martial arts; an image 
accused of being portrayed in a ‘racist’ manner, which, consequently, caused the advertisement to 
be quickly withdrawn from the media. This project focuses on examining the representation of the 
characters in the commercial in order to comprehend how the dominant and prevailing discourse of 
the EU – in relation to the notion of race and that of the EU itself – is reflected by use of certain 
signs. This study is a critical textual representation analysis conducted in accordance to the social 
constructionist perspective within social sciences. The concrete chosen theoretical framework 
consists of selected theories by Stuart Hall, along with other articles specifically focusing on the 
ideas of race in a European context. Altogether these theories establish the analytical tools for the 
analysis. The analysis discusses the representations of the advertisement in relation to the theories 
as well as through the personal ‘conceptual maps’ of the researchers conducting this study. The 
reading of the commercial reveals several dichotomies in regards to the represented racial 
characters, which further reinforce racial categorization and hierarchization. ‘Eurocentrism’ and the 
ideology of ‘whiteness’ is reflected through reproduction and enforcement of these particular 
representations; representations, which are mirroring the contemporary discourses of the EU. We 
conclude that the existing ‘racist’ aspect of the commercial is not to be perceived as a ‘traditional’ 
manifestation of racism based on biological factors, but rather a new form of racism. This ‘new 
racism’ is reflected through a direct or insinuated emphasis of naturalized cultural differences, and 
due to the effects of a ‘whiteness’ discourse this remains unnoticed to the producers of the 
commercial. 
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Abstract in Danish 
 
I året 2012 offentliggjorde Den Europæiske Union (EU) en video-reklame, som skulle 
promovere udvidelsen af Unionen med en hensigt om at skildre gensidig respekt og harmoni. 
Reklamen afbildede en række multikulturelle repræsentationer af karakterer, der udøver forskellige 
grene af kampsport. Da produktet blev anklaget for at skildre disse på racistisk vis, resulterede det i, 
at reklamen blev trukket hastigt tilbage. Formålet med dette projekt er at undersøge de konkrete 
karakterrepræsentationer med henblik på at afdække, hvorledes EU’s diskurs, vedrørende 
racebegrebet, afspejles heri. Projektet er en kritisk tekstanalyse af repræsentationer, der udføres ved 
hjælp af en teoretisk ramme, som bevæger sin indenfor det socialkonstruktivistiske perspektiv. 
Rammen er sammenstykket af en række udvalgte begreber fra Stuart Halls teoriapparat og suppleret 
med øvrige tekster, som specifikt fokuserer på racebegreber i en europæisk sammenhæng. 
Tilsammen udgør disse teorier analyseværktøjet, hvorigennem reklamens repræsentationer 
analyseres og diskuteres i samspil med forskernes egne såkaldte ’begrebskort’ (Hall). Afkodningen 
af produktet afslørede brugen af adskillige dikotomier blandt de repræsenterede karakterer, hvilket 
forstærkede ideen om race kategorisering og -hierarki. ’Eurocentrisme’ og den såkaldte ’hvidheds’ 
ideologi bliver dermed reproduceret qua disse repræsentationer, der må ses som en refleksion af 
nutidige diskurser i EU. Vi konkluderer, at det eksisterende racistiske aspekt af reklamen ikke 
direkte bør opfattes som manifestationen af ’traditionel’ racisme, baseret på biologiske faktorer, 
men derimod en ny afart af begrebet. Der er derfor snarere tale om den såkaldte ’ny-racisme’, som 
manifesterer sig via en direkte eller insinueret vægt på naturaliserede kulturforskelle. Dette udgør 
ligeså den plausible forklaring på, hvorledes at ’hvidheds’ begrebet har bevirket, at denne tendens 
gav sig ubemærket til udtryk under produktionen af reklamen. 
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1. Introduction 
1.1. Problem field and research question 
In 2012 The European Union (the EU) released a commercial
1
 promoting the Union’s 
enlargement. This commercial, entitled ‘Growing Together’, was targeted towards young audiences 
as it included themes of martial arts, films and video games. The video clip was rapidly spread 
through social networks and media such as YouTube, and upon this release it had a controversial 
reception. The feedback concerning the transmitted message, and some of the comments on for 
instance YouTube, accused the advertisement of depicting race and other cultures in a racist 
manner. Consequently, the commercial was withdrawn from the media along with apologizes from 
the European Commission stating that this “racist” message was never their “intention”. In fact, the 
European Commission explained the intended message of the commercial in their apology 
statement after the withdrawal; "the clip featured typical characters for the martial arts genre: kung 
fu, capoeira and kalaripayattu masters; it started with demonstration of their skills and ended with 
all characters showing their mutual respect, concluding in a position of peace and harmony. The 
genre was chosen to attract young people and to raise their curiosity on an important EU policy”. 
(The Guardian 2012) 
The preliminary research on the commercial through the Internet showed that the writings 
about the commercial are done by news agencies in the media, which merely reported the issue 
without a further analysis of the commercial. The online comments written by the users of these 
channels of social media, where the commercial was spread and/or reported, gave more specific 
insight on how the commercial might be interpreted and perceived in different ways. Therefore, this 
preliminary research suggested that the commercial, and what it represents, has not yet undergone 
academic examination.  
This research project aims to tackle this assumed gap in knowledge by examination of the 
commercial through looking specifically at the representations of race and that of the Union itself. 
We
2
 were truly intrigued by the fact that the claimed intention of the EU fell so far from the critical 
racist interpretation. It generated wonder on how such a miscommunication could occur, and how 
the EU was not able to foresee this possible reading either way. On the basis of this initial intrigue, 
we hypothesized roughly that the miscommunication might be connected to deeper naturalized 
                                                          
1
 Link to the commercial can be found in the list of references. 
2
 “We” as the authors of this research project, as we will be referring to ourselves as ‘we’ and ‘us’ in this paper. 
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levels in prevailing discourses of ‘whites’. In the light of their intention, and the fact that we assume 
that no organization would wish to be associated with a racist discourse, it is then plausible that a 
racist message ‘slipped out’ through the works of naturalized paradigms and perceptions of white in 
contrast to non-white. Hence, with this project we wish to discuss this intention, discourse and 
representation in order to understand – or provide a possible explanation to – why the original 
message of the EU was miscommunicated and, thus, interpreted by some audiences in ways that, 
essentially, collide with the official democratic ideology of the EU. 
Upon initially researching the field we were surprised to find how many theoretical articles 
had already pointed to the fact that the EU does indeed represent itself through a discourse of 
hegemony. The use of terms such as ‘Eurocentric’ and ‘racist’ were not uncommon in relation to 
pinpointing tendencies within their respective discourse. These findings fueled our intrigue on the 
subject and further lead us to believe that our hypothesis might actually provide a reasonable 
explanation. However, in order to fully comprehend the problem field in question and obtain 
answers to this preliminary wonderment, it has led us to articulate the following main research 
question: 
How is the European Union enlargement commercial a reflection of the dominant and 
prevailing discourse of the EU in regards to the notions of race and the Union itself? 
In order to shed a light on more specific problematics within the broader frame of our 
problem formulation we have, furthermore, chosen to work with these four research questions: 
 How is the intention of the sender significant to the reading of this commercial? 
 Which ‘signs’ are used in the commercial, and what could they signify in the context in the 
commercial?  
 How are the racial categories of ‘white’ and ‘non-white’ constructed and positioned 
towards each other in the commercial? 
 How could the EU not have foreseen a possible ‘racist’ reading of this commercial? 
By applying a social constructionist stance within social sciences and creating a theoretical 
framework on this particular ground, the purpose of this research is to conduct a critical textual 
analysis of the EU enlargement commercial per se and the representations embedded herein. This is 
executed in the light of our own personal interpretations as well as the chosen theories, aiming to 
provide an example of a possible reading of the advertisement and discuss the representations in 
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order to provide an answer to the questions. Furthermore, the point of departure is not the 
assumption that the commercial is or is not in fact ‘racist’; rather, we wish to examine the ‘signs’ 
and representations through the lenses of the theoretical framework in order to comprehend the 
actual discourse of the EU regardless of general public claims. By doing so, we aim to propose a 
possible understanding of the ‘racist’ aspect.   
 
1.2. Conceptual framework  
In order to provide a better understanding of the research questions and the terms used, this 
section will now introduce the fundamental conceptual framework of the project. As this study uses 
many broad terms, these are therefore at risk of being perceived as somewhat unspecific 
generalizations. This is why it is significant to define and argue on the concrete meaning which we 
attribute to these terms in order to avoid confusion. 
 
The European Union (the EU) 
The object of study – the EU’s enlargement commercial – exists in a certain context; in the 
context of Europe. Firstly, we look at the EU as a representative for the member states of the Union 
and for Europe as a whole in geographical, political and historical terms. It is essential to define 
how Europe as an entity is understood and approached in this study, because it is seen as a 
framework and environment, where the object of study is placed as well as analyzed. The term 
‘Europe’ is merely applied on a level which works practically synonymously with the ‘EU’. 
Therefore, seeing as the study takes a social constructionist stance, it becomes necessary to examine 
the construction of the Union in itself and its representation in relation to history. This points 
towards the establishment and development (construction) of racial categories, and the 
consideration of Europe as representing ‘whites’ and ‘white culture’ is therefore derived from the 
historical point of view.  
As we look at Europe as a whole, representing all the member states of the EU, it indicates 
that the study does not specifically point to certain countries or certain European nationalities. Our 
field of interest is not contemplating upon the various degrees of past oppressive conducts by 
certain nations. Despite of this, we do acknowledge that “Europe has always been composed of 
heterogeneous sociopolitical and economic state entities” (Clifford 2010; 1030). What interests us 
is more the broader naturalized and hidden discourse of ‘whiteness’ as the aftermath of historical 
events during colonialism. Our use of the concept ‘Europe’ is further done with an 
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acknowledgement and understanding of the differences within the European nations; different 
histories and how some of the European nations have become, or are becoming, increasingly 
multiracial, therefore consisting not only of ‘whites’. We are however choosing not to touch upon 
the discussion of non-whites residing in Europe, but wish to simply remain on a broader level of 
how the majority of Europe consists of whites, or at least is seen this way on a global plane. 
Additionally, while approaching Europe as representing whiteness, this does not indicate that we 
assume that all whites have the same approach to understanding and interpreting the world. 
Furthermore, the focus is on Europe in contrast to the ‘others’ outside of Europe. For this reason the 
colonial times are essential to emphasize, because colonialism touches and can be seen as 
concerning the whole world as “since the age of formal colonialism is over and the descendants of 
ex-colonial people live everywhere on the globe, the whole world would seem post-colonial” 
(Loomba 1998 cited in Onar & Nicolaïdis 2013; 293). The idea of whole world as post-colonial 
thus carries the notion of racial divisions of white and non-white – Europeans and non-Europeans – 
is also a significant point of view as the commercial includes different racial representations from 
different cultures of the world.  
 
White and non-white 
After explaining our point of view on Europe and/or the EU in this project, and as already 
mentioned above, Europe is approached in historical terms in contrast to the rest of the world, and 
thus leaves us to discuss race in terms of ‘white’ and ‘non-white’. The term ‘white’ simply refers to 
Caucasian individuals and ‘non-white’ is used when referring to images of people who are not 
white; all racial categories other than white/Caucasian. Based on the historical outline of the 
construction of race and development, the racial classification presented in this paper, the term 
‘white’ is used when referring to Europeans, and the term ‘non-white’ when referring to other 
categories of race. Dyer (1997; 11) acknowledges the problematic nature of the term ‘non-white’ 
due to its negativity, which he explains by saying “as if people who are not white only have identity 
by virtue of what they are not”. The alternative terms to substitute the term ‘non-white’ are ‘black’ 
and ‘people of color’. According to Dyer, the usage of term ‘black’ reinforces the dichotomy of 
black – white and claims it to be “a privileged term in the construction of white racial imagery”. 
Although the term ‘black’ is preferred by many authors, it excludes a wide range of people who are 
neither black nor white. (Dyer 1997; 11) For this study, the term ‘black’ is not suitable as the 
commercial under analysis includes different racial representations, not only black and white. Dyer 
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describes the term ‘people of color’ to be generous as it includes all those people that the term 
‘black’ is excluding, however it repeats the idea that some people have color and others – white 
people – do not. He emphasizes that white has to be recognized as a color too, and for that reason 
the term ‘people of color’ is not used in this paper either. (Dyer 1997) Besides, this project 
examines omnipresent whiteness as a part of the study, therefore the usage of the term ‘non-white’ 
to relate to all people, who are not white, is seen as the most suitable one for this study. 
 
Eurocentrism 
It is essential to examine the idea of ‘Eurocentrism’ as it is significant aspect reflected 
throughout this paper; in our chosen perspectives and theories. According to Martin (1993), 
‘Eurocentrism’ as a concept is difficult to define, because its roots to history and manifestations 
influence thoroughly our everyday lives. Clifford in Encyclopedia of Geography (2010) offers a 
definition for Eurocentrism, which explains the essential idea of it;    
“Eurocentrism is a view of the world from a perspective that places Europe and its 
cultures, concerns, and sociopolitical attitudes at the center of the world. This may be done 
consciously or subconsciously, but it is always to the detriment of non-Europeans. It can be 
argued that true Eurocentrism has existed only since World War II and the development of 
first the European Economic Community (EEC) in Western Europe, followed by the 
European Union”(Clifford 2010; 1029) 
 
Eurocentrism is traditionally associated with Western Europe, which has been growing its 
socioeconomic and political hegemony over almost the entire world since the 16
th
 century. 
Eurocentrism expanded since Europeans’ voyages to discover the world and the subsequent period 
of colonial rule. Furthermore, this superiority across the globe has also led European literature and 
ways of understanding and approaching the world to be the dominant perspective. Later on, the 
notion of Eurocentrism was engaged with theories of seeing Europeans as a racial superiority as 
well as the thoughts of slavery based on racial differences and overall domination and power over 
non-Europeans. As already stated above, this study shares the Eurocentric ways of perceiving the 
world, and especially the chosen problematic of this project. The historical point of views are 
extracted from the European perspective - the way the idea of race is constructed – which is 
dividing the world into “Europe” and “non-Europeans” by discussing race in terms of white and 
non-white as well as through the chosen theories of Stuart Hall. 
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1.3. Delimitations 
Despite of our aforementioned hypothesis we have chosen not to assume a normative stance; 
this means that we are not claiming that the advertisement is racist or that it is not racist in its 
representation. We have however decided to focus on how it can be perceived as such, referring to 
this occurrence as a miscommunication in the light of the official stating from the EU, which claims 
that this interpretation is incoherent with the intended message. It is, however, significant to add 
that this notion of ‘intended message’ is to be further discussed and deconstructed in the analysis, as 
our choice of theory essentially dissolves the validity of hereof. Moreover, we understand that the 
theoretical apparatus of Stuart Hall, which we will be utilizing, is rather comprehensive. This makes 
it impossible for us to apply fully in our analysis, thus compelling us to be selective about which 
terms fit the research questions. The selected terms are the ones which are explained in the theory 
chapter 3. 
In parts of the analysis we will also be pointing to a few things regarding gender in the usage 
of this commercial, but we will not be applying any specific theory on sex/gender. The 
argumentation will only be conducted through the general understanding of conventional indicators 
of “feminine” and “masculine”, because it can be viewed as a relevant part of the symbolic 
representation that we will be discussing. As for this communicative exchange it is important to 
note that we understand how this project does in fact work with a certain spotlight on the 
recipients/audience through the idea of a “racist interpretation”, but seeing as we have chosen not to 
conduct empirical work with recipients, we will not be looking into detailed audience reception per 
se. Our point of departure is from the beginning the large number of negative feedback and 
polemics it caused, already indicating how it was (mis)read by many audiences. This is, to us, 
sufficient evidence of its ambiguity, and therefore a stable groundwork for conducting an analysis 
based on this interpretation as a valid and occurring possibility. Furthermore, even though this 
commercial was released due to the enlargement of the EU, we will not be discussing the actual 
enlargement per se. Our focus in not on discussing the significance of which specific countries 
entered the EU during this period, but remains to rest on viewing the Union as a whole; a 
community of shared values and beliefs.   
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2. Methodology 
The preliminary research on the commercial was conducted by searching information; articles 
or news, about the advertisement and the polemics it had caused though web search engines on the 
Internet. Internet sites we were able to find and examine, were news agencies such as the Guardian 
(The Guardian 2012), BBC (BBC 2012) and Politics.ie (Politics.ie 2012) and social media sites 
such as YouTube (YouTube 2012). The news sites mainly contained the same information on the 
withdrawal of the advertisement along with the intended message of the commercial according to 
the European Commission. Furthermore, these news sites, as well as YouTube, included comments 
written by the visitors of the sites considering their own and varied interpretation of the commercial 
and its message. This preliminary research on the commercial was conducted on the basis of 
gaining general information and to comprehend that there are various possible ways how the 
advertisement can be interpreted. Furthermore, it was done to depict the assumed gap in the 
knowledge, as we suppose that the advertisement have not been studied academically and/or in 
relation to the theories we have chosen for this particular project. This preliminary phase of the 
study sparked off our interest towards the topic and gave us direction for determining the focus as 
well as the overall methodology for conducting the project work.  
After describing these initial steps of the research, this chapter aims to introduce the 
overarching social science backbone of our study. To begin with we wish to argue on and specify 
the analytical path of our choice with a point of departure in the object of study. Following these 
initial considerations we will explain our ontological and epistemological points of departures 
within social sciences with emphasis on defining the concept of race with this exact perspective. 
Our theoretical framework is obviously an extension of the method in question, which is why this 
chapter will also argue on and consider the relation between two layers of the theoretical framework 
we have chosen apply in the analysis.  
 
2.1. Methodological considerations 
The problem formulation, methodology and theoretical framework of this project have 
naturally been constructed around the interest of analyzing this particular commercial. In other 
words, the EU enlargement commercial itself was the actual inception and inspiration for carrying 
out the study. According to our social scientific perceptions, the object of study and the aims of this 
research, we have chosen to conduct a textual analysis of the commercial per se – more specifically 
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the visual racial representations it embodies. This examination of the advertisement is conducted 
through a critical analysis in relation to the chosen theoretical framework, which constitutes a 
ground work for this research project. This further enables us to phrase and discuss the 
representations in the advertisement and, thus, finally provide an answer to the research problem. 
Furthermore it is relevant to clarify that this study does not focus on the multiple kinds of audience 
receptions through qualitative or quantitative empirical methods. Although, a possible perspective 
of the audience – the racist interpretation – will however be discussed in theory in order to provide a 
solid explanation of the communicative model and processes of message exchange in media as 
explained in the theoretical framework of Stuart Hall. Furthermore, this possible perspective of the 
racist interpretation will be used to support and discuss the EU commercial mainly in regards to the 
writings of Richard Dyer, Alana Lentin and Nora Fisher Onar and Kalypso Nicolaïdis. We consider 
the chosen theories as crucial to our analysis, as it extends the conceptual framework in regards to 
the theme of race and the EU. To be more precise about the theoretical framework, the first chapter 
in question (chapter 3) is Hall’s idea of ‘systems of representation’ as well as his 
“Encoding/decoding” essay. Hall’s theories serve as the prime foundation of our analysis as we aim 
to initially deconstruct the main object of study on a meta-level. It is, however, equally as essential 
to take a step further and understand the paradigmatic context of the commercial - the context of the 
EU and Europe. Therefore, in order to contextualize the circumstance in which we see and choose 
to set the commercial, we found it necessary to apply the second framework; a theoretical view on 
Europe and the EU in relation to the constructed dichotomy of races (chapter 4).  
An additional way of arguing for the interplay of the above listed theoretical choices is to 
consider them in the light of the leveled categories  as presented in Pernille Almlund’s and Nina 
Blom Andersen’s introduction to the book ‘Fra metateori til kommunikation’ (2011) . Here we find 
Anker Brink Lund's subdivision of three theoretical categories explained. There is the so-called 
‘grand theory’; “theories without any real connection to the concrete empirical data3” (Almlund & 
Andersen 2011; 8), ‘grounded theory’; which forms theories based on empirical data; and finally 
‘middle range theory’ that can establish a connection between “the general theoretical level and the 
actual empirical data”4 (ibid.). Whilst Hall’s theory qualifies as a ‘grand theory’ with its overall 
constructionist approach to discourse and semiotics, the articles presented in chapter 4 act as 
‘middle range theories’. This, as they contribute with several points and hypotheses that may be 
used to analyze and discuss concrete data (the commercial) within the specific thematic field. 
                                                          
3
 Freely translated 
4
 Freely translated 
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Despite the difference in levels all chosen literature shares the same ontological and epistemological 
basis. Moreover, the middle range theory, which is not Hall, in fact draws on Hall’s work. 
Consequently, this acts as an additional parameter in why we believe they intersect harmoniously.  
 
2.2. Conducting the analysis 
As it was previously noted, this commercial has served as the main inspiration for this study. 
Seeing as we have not collected empirical data ourselves, our analysis is based solely on this object 
of study without additions; it is our contribution of a critical textual representation analysis. At this 
point, it is essential to clarify the manner of conducting the analysis and the way the theoretical 
framework is applied. We find that the respective theoretical framework operates on two different 
levels, as suggested above; grand theory and middle range theories, which is further suggesting a 
natural chronology in the analysis. Therefore, the analysis is also conducted in two phases; Part I 
and Part II (explained in greater detail at the beginning of chapter 5), in accordance to the two 
operational levels of the theoretical framework. From this ground, Hall’s theories (grand theory) in 
chapter 3 are mainly used in Part I of the analysis, whereas the additional articles from chapter 4 are 
mainly put to use in Part II. This second part additionally utilizes Fatimah Awan’s (2008) paper 
‘Representation’ to support the discussion and the personal interpretations of these representations. 
Moreover, Part II joins together the essential points of the first part of the analysis in discussion. 
Due to the discussive nature of the analysis, we have chosen not to have a separate chapter for 
discussion as such.  Furthermore, it is important to clarify that as the methodology of this research 
project does not include an empirical data collection, the only data under examination is the 
commercial. In the light of the textual nature of this project, the analysis applies the theories in the 
examination of the commercial aiming to reflect and discuss them in relation to the object of study. 
In light of our theoretical framework, we wish to stress that we see and understand the 
limitations this circumstance entails while conducting the analysis. Hall’s work clearly declares that 
interpretation is neither determined nor absolute; there exists no one truth and ‘analysis’ is therefore 
to be seen as a subjective expression of individual interpretations - ‘conceptual maps’ (elaborated in 
chapter 3). This conception therefore influences us, the researchers, just as it does the general 
public. We, as Westerners, are with all probability also influenced by hegemony, thereby 
influencing and naturalizing our respective discourses. Our contribution is thus not meant to 
uncover absolute universal truths about the themes in question, as our social science in fact 
dissolves the idea of such. It is with regards to this fact that we also feel compelled to highlight how 
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our analysis is to be seen as merely as an “example” of analysis, as parts of it must be seen as based 
on our personal conceptual maps. Naturally, the analysis draws on solidly argued theories, but with 
the addition of our own optics, it will inevitably be shaped by our own discourses. This is by no 
means to discredit our work and the bullet-points herein, but rather to draw attention to the fact that 
we fully comprehend our social science and how it causes this interesting contradiction. Therefore, 
rather than claiming truth, the purpose of this contribution is more of an attempt to point to the 
possible pitfalls of this media product in a critically discussing and contemplative manner.   
The method of analysis applied to the EU’s enlargement commercial includes elements of 
semiotics, as the representation of race and the Union itself is under examination. This scientific 
approach of semiotics is defined as the ‘science of signs’, and a ‘sign’ can be understood as 
anything that carries a meaning. As such, semiotics propose that signs are related to the sense they 
are conveying – or in other words, they are attached to a particular meaning through certain codes; 
social conventions such as a specific cultural context. Commercials are considered a particular kind 
of videos, wherein existing ‘signs’ are the words, sounds, pictures, clothes, gestures etc. These 
‘signs’ are given a further significance by a use of particular “codes”, which can be, for instance, a 
genre, narrative style, effects and choices of color and sound. (Colombo et al. 2001) In the case of 
this commercial all possible existing ‘signs’ will not be indicated and examined, as we 
acknowledge the difficulty of actually detecting existence of all codes applied. This is further 
caused by the fact that the meaning of ‘signs’ can deceptively seem univocal and natural. (Colombo 
et al. 2001) The purpose is to focus on the specific signs that caught our eye – and more 
importantly, those which are considered to be relevant for the study. By examining these ‘signs’ of 
the advertisement in relation to their specific cultural context – the context Europe and the EU 
through use of the middle range theories – we are able to discuss and review the racial 
representations and the discourses embedded herein. Furthermore, the semiologic concepts; ‘signs’ 
and ‘codes’ (or ‘signified’ in Saussure’s terms) will be elaborated in relation to Hall’s representation 
theory as well as the essay ‘Encoding/decoding’ in chapter 3. 
 
2.3. Social constructionism and ‘race’ 
As noted, the assumptions of this project work derive from social constructionist perspectives 
of the world and thus, in this case, the construction of the concept of race. From a social 
constructionist point of view, instead of perceiving the world as only one absolute reality, the world 
is seen as consisting of multiple realities that can be understood in different ways (Gergen 1985). 
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The Hall’esque perspective, introduced thoroughly in chapter 3, follows this exact line of thought, 
for instance in regards to considering the ‘conceptual maps’ of every individual – ways of seeing 
and interpreting the world. Some of these ‘maps’ are unique whereas others are shared with 
individuals with the same cultural background (Hall 2003). The chosen literature on Hall for this 
study deals with the constructionist approach specifically directed towards discourse, inspired by 
Foucault, and semiotics, inspired by Saussure. We view the articles of the second layer of the 
theoretical framework as an extension or support of Hall’s stance, as they both largely point to or 
draw on much of his work.      
This idea of social constructionism proposes that the human body functions as a frame for 
culture to attach meanings about the reality, and these realities are created and formulated via social 
interaction and interchanges (Page & Peacock 2013). Gergen (1985) adds to this that the social 
interactions vary in accordance to time and place, which further has an effect on the ways of 
understanding and interpreting the reality. Furthermore, the construction of one’s reality may also 
affect how someone else creates their own reality. Stereotypical conceptualizations of reality, 
according to Gergen, can be insistent in the basis of practicality rather than empirical validity 
(Gergen 1985). As the stereotypes are seen as products of social processes, the notion of race itself, 
as a social construction, is generally accepted within social sciences (Obach 1999). 
This social constructionist perception of reality naturally influences the way in which the 
concept of race is regarded. We therefore also believe it is significant to explicate this concept 
through the use of this optic. On the grounds of commonsense, race is seen as a characteristic of all 
human beings in all ages of history. However, especially when following the social constructionist 
perspective, Omi and Winant (1994) explain race to be specifically a socio-historical concept. The 
meanings and categories of race are given concrete expression by historical context and the 
particular social relations in which they are embedded, and as such, the meanings of race have 
differed over time and between separate societies. Obach (1999) supports this idea that the 
construction of race can be substantiated by reviewing history and moreover historical 
developments where the racial categories were established. As such, the development of existing 
racial categories; white, black and/or other racial classifications, are commonly conceived 
representations that have developed due to particular historical circumstances, and “have no 
biological significance beyond the meaning attributed to them by the members of society”. (Obach 
1999: 252) It is important to distinguish that the social constructionist perspective counteracts the 
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conception of race solely based on identifiable physical attributes, as Obach argues that “race has 
no parallel in terms of natural biological categories” (ibid). 
Race, as Goldberg (2006) suggests, represents a way or various ways of being, living and 
meaning-making in the world, which differ according to specific time and space. This implies that 
race is not solely a set of understandings or ideas. Lentin (2008; 490) also perceives race as more of 
an abstract signifier of human beings, rather than corporeal one. She further states that race  is “the 
standard conception… as an outdated and discredited mode for hierarchically classifying human 
beings along biological lines”. Furthermore, Lentin emphasizes the powerfulness of the concept of 
race as it is a political and cultural product. As such, race separates human groups in social, 
economic and political terms, and furthermore ethnicity, culture, nationality, religion and/or skin 
color can represent a substitute for race at different conditions of time. Lentin cites Stuart Hall’s 
conception of race as a ‘floating signifier’. (Lentin 2008; 491) In Lentin’s own words, ‘floating 
signifier’ describes race as a ‘chameleon-like’ as it is continually adapting and readapting along to 
the changing social and political conditions, and thus plays a formative part in the construction of 
images of the societies (ibid).  
With this central theme of race and the respective object of study in mind, we have thus 
attempted to piece together a unique analytical tool; one that consists of literature that shares the 
social scientific stance and one that deals with the construction of the concept of race, either directly 
or indirectly. Due to the common denominators we therefore believe that we are able to conduct an 
analysis of multiple dimensions, but also one which still possesses a common thread. The following 
two chapters will now introduce the theories respectively starting with the ‘grand theory’ followed 
by the ‘middle-range’ theory. 
3. Theory of ‘Representation’ and ‘Encoding/decoding’ 
As mentioned in the prior ‘Methodology’ chapter, the initial theoretical framework of our 
study is provided by the work of Stuart Hall. This chapter is initialized with a brief explanation of 
‘systems of representation’ as these serve as a base for expanding on his conceptual framework 
from the essay “Encoding/decoding”. This essay will be the primary source of reference as it 
addresses communication exchange in the media, and is thus more specifically targeted towards our 
case of an advertisement. Here he explains how the production and perception of such media 
products works through a complex web of structures in regards to certain representations which 
depend not only on the intended message of the sender, but also highly on the systems of meaning 
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which are produced by the audience. These are therefore fundamental to understanding the message 
of any media product as well as the object of study of this project work. 
 
3.1. Systems of Representation 
According to Hall the practices of representation are characterized by a number of dynamics 
all which produce meaning through language. He explains how every thought, and therefore 
message, is a result of a highly complex and, more or less, unique pattern of systematized concepts 
in the mind of an  individual; the so-called ‘conceptual maps’ (Hall 2003; 18). ‘Representation’ 
then, in other words, becomes the way in which an individual articulates and produces the meaning 
of these conceptual maps through language. It is noted that these patterns are more or less unique in 
order to imply that people do share some similarities with other individuals in their interpretations 
of the world. It just so happens that it usually necessitates that they “belong to the same culture” 
and “this is why ‘culture’ is sometimes defined in terms of shared meanings or shared conceptual 
maps” (ibid). This concept of ‘conceptual maps’ are what Hall characterizes as the mental 
representations of people, objects and events. It is important to understand that these are not merely 
a random collection of concepts; they are meticulously classified according to sequence and 
causality, and the relation herein therefore operates through a complex web of associations. Hall 
notes the importance of language and discourse in the entire process of representation, as it becomes 
the way in which these ‘conceptual maps’ are translated into common language in order to construct 
meaning. So to put it shortly, the amount of shared conceptions determines how well one 
understands and communicates with another individual, and the language enables correlation of 
concepts with certain ‘signs’ such as written words or visual images. (Hall 2003; 19) Inspired by 
Saussure’s semiology Hall further notes that the concept of the ‘sign’ operates through a distinction 
between the ‘sign’ in itself and the ‘signified’. The interplay between these is arbitrary in the sense 
that it depends on how the ‘conceptual maps’ of an individual being subjected to the ‘sign’ are 
classified. It therefore depends largely upon conventions and constructions in the surroundings of 
the particular individual (Hall 2003). In this sense it would be safe to claim that these systems of 
representation are fundamental to every single communicative interaction. 
Hall’s (2005) essay “Encoding/decoding” elaborates on this constructionist idea of 
representation by addressing the process of message exchange in the context of media messaging. 
The essay initially explains and discusses certain conventional models of communication which he 
criticizes for being roughly too linear, simple or textually determinate. For instance Hall explains 
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how a traditional linear model such as the ‘circulation circuit’ is viewed as an uninterrupted 
“passage of forms” (Hall 2005; 118) which assumes that a conscious intended message inevitably 
leads to an equivalent message interpretation by the audience. He then argues that this is indeed not 
the case, as the communicative message exchange between sender and receiver works through a 
much more complex process as suggested previously by his own ideas of representational systems. 
This complexity is brought on by discourse, or more specifically; diversities in individually or 
collectively constructed discourses. (Hall 2005) 
 
3.2. Model of ‘Mass Communication’ 
Following the critique of how previous models have simplified the communicative process 
Hall proposes an alternative analytical model; the model of ‘mass communication’. His model has 
the ‘encoder’ (sender) in one end of the circuit and the ‘decoder’ (audience/receiver) in the other. 
This model is divided into four different autonomous but linked phases to which he refers as 
determinate ‘moments’. Each of these ‘moments’ will inevitably affect the message in its own way 
through the works of discourse. (Hall 2005; 118) 
The first ‘moment’ is that of ‘production’ determined by instances such as the institutional 
structures of the sender in question, all of which are naturally framed through certain discourses, 
meanings and ideas within the institution and the specific individuals that work to create the idea 
they wish to message in a certain context. Hall explains that even this moment is never a ‘ground 
zero’, as it is dependent upon the reproductions of prior message decoding by audience; 
“feedbacks” which have reproduced former messages and discourses previously produced by the 
media, making the audience both the “source” and the “receiver” of the discursive message (Hall 
2005; 119). In this ‘moment’ of production the encoder is using the dominant ideologies and 
discourses of society to target the desired audience and create the message to fit a certain intention 
in mind. However, even if the passage of messages and meanings between sender and audience are 
related to some extent, Hall stresses that they are not identical; “they are differentiated moments 
within the totality formed by the social relations of the communicative process as a whole” (ibid). 
Following, but linked to, this initial phase of labor is the determinate ‘moment’ of 
‘circulation’; constructing meaning through language or signs, where “the institutional-societal 
relations of production must pass under the discursive rules of language for its product to be 
‘realized’” (Hall 2005; 119). During this moment the formal rules of discourse and language are 
dominant in constructing the message via code (ibid), but the underlying discourse must have to, 
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paradoxically, have been produced and decoded prior to this production to be meaningfully decoded 
by audiences. Hall argues that even this premise, that prior reproductions of meaning by the decoder 
are fundamental to the “new” production, does not guarantee that the encoding and decoding 
becomes symmetrical. He states that the degree of understanding or misunderstanding depends on 
the relations of equivalence in regards to position and identity between encoder-sender and decoder-
receiver. Therefore misunderstandings or ‘distortions’, as he coins them, come from the lack of 
equivalence between the two ends of the communicative exchange (Hall 2005; 120). As decoding 
of messages is a complex process of interpretation by the decoder-audience, before any sort of 
consciousness can arise, it will be shaped by the imprints of the third ‘moment’ of ‘use’; reception 
through instances such as social and economic relations and structures of understanding. Again this 
points to how decoders are thus both the source and receiver of the ultimate understanding of a 
message. (Hall 2005) 
To further explain the complexity of the coding process, both in regards to encoding and 
decoding, Hall uses the terms ‘denotation’ and ‘connotation’. These are linguistic analytical tools 
that enable a distinction between the ‘levels’ at which “a certain ideology intersects with discourse” 
(Hall 2005; 123). To put it simpler these terms refer to the two levels, literal and abstract, at which 
codes operate discursively. The term ‘denotation’ is in a somewhat absolute sense used to refer to 
the literal meaning of a sign; something that is universally recognized and even viewed as ‘fixed’. 
This is particularly relevant in regards to visual images, which are more often connected to the 
denotative level of discourse. ‘Connotation’, on the other hand, enables more flexible optics as it 
refers to the associative and possibly polysemic
5
 meaning of the sign. (Hall 2005; 134) Hall 
therefore argues that this connotative level of a sign is where situational ideologies can alter and 
transform meaning. The level of connotation of a sign, and its contextual reference, is “the point 
where already coded signs intersect with the deep semantic codes of a culture and take on 
additional, more active ideological dimensions” (Hall 2005; 123). The use of a term such as 
‘denotative’ would then imply that certain codes and signs are natural and universally true. Hall, 
however, once again points to the constructs of discourse as he claims that even certain evidence 
points to the fact that apparently ‘natural’ visual codes are indeed “culture-specific”: “There is no 
degree zero in language. Naturalism and ‘realism’ – the apparent fidelity of the representation to 
the thing or concept represented – is the result, the effect, of a certain specific articulation of 
language on the ‘real’. It is the result of discursive practice”. (Hall 2005; 121) Hall elaborates 
                                                          
5
 A word or phrase with multiple meanings 
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further on the relevance of the analytical term ‘connotative’, when he refers to the aforementioned 
‘conceptual maps’, into which any culture is classified. He notes that these ‘maps’ have a large and 
different range of social meanings, and refers to how Barthes coined the connotative level of 
signifiers as “fragments of ideology” when arguing that they are closely related to culture, 
knowledge and history. (Hall 2005; 123) 
During the aforementioned third ‘moment’ of ‘use’ the audience has received the produced 
message with all its denoted and connoted signs from the coding process. In this ‘moment’ 
individual understandings of denotation and connotation are also applied in the process of 
structuring meaning. Assuming that the message is understood, and not entirely ‘distorted’, this 
sparks a number of possible positions or ‘readings’, that lead to the fourth ‘moment’ of 
‘reproduction’. This moment depends highly on the prior moment of contextualizing through ‘use’ 
caused by social positions and cultural understandings. Hall suggests three hypothetical positions in 
the ‘moment’ of ‘reproduction’ for the recipient of the code; the ‘dominant’ (or 'hegemonic') 
reading, the ‘negotiated’ reading and the ‘oppositional’ ('counter-hegemonic') reading (Hall 2005; 
125-127). A ‘dominant’ reading is otherwise explained as the ‘preferred’ reading, imprinted by a 
social order (ideological/political/institutional), thereby ensuring that the recipient of the code fully 
accepts and reproduces the reading. In other words, the reader decodes the message in a way it was 
encoded without questioning it. The ‘preferred meanings’ have the whole social order embedded in 
them; herein the everyday knowledge of social structures, the rank of order and power, structure of 
legitimations, limits, sanctions etc. (Hall 2005) A ‘negotiated’ reading is the partial or broad 
acceptance of the code, but with a certain degree of resistance or partial modifications in the 
subsequent reproduction. This resistance or these modifications are a reflection of the recipient’s 
own position, interests, experiences etc. Finally the ‘oppositional’ reading is characteristic of the 
recipient whose social situation places him/her in direct contrast to the dominant code. This 
recipient fully understands the dominant code and intention of the sender, but rejects to reproduce it 
as ‘transparent’ or ‘natural’. This latter reading is not to be confused with ‘distorted’ 
communication; the term ‘distorted’ refers to actual misunderstandings, whereas the oppositional 
position is the deliberate rejection of the code, but with an understanding of coded intentions. This 
position would for instance be characteristic of any kind of political activists or radicals.  (Hall 
2005) 
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3.3. Chapter summary 
In order to explicate the main terms in question, ‘encoding’ refers to the construction of 
representations through certain signs manufactured by discourse, and ‘decoding’, in turn, refers to 
how the audience interprets these signs through a discourse of their own. By elaborating on the 
complexity of how these ‘ends’ come to meet through the chain of ‘moments’, Hall is thus stating 
that no message is ‘transparent’ or ‘universal’. This means that there is no way of ensuring that the 
sender’s message will reach the audience the way it was initially intended. Furthermore, distortions 
in communication are likely to occur if there is a large lack of equivalence between the conceptual 
maps at each of these ‘ends’ that are responsible for the coding and decoding the connotative level 
of a sign. It would be safe to assume that no brand, or in this case the EU, would wish to be 
associated with a racist discourse, as this would merely serve to discredit themselves in the eyes of 
the public. The claim that a certain media message appears “racist” therefore works as the indirect 
disproval of the linear models Hall initially criticizes. The model of mass communication puts 
cultural discourse into this equation and expands on how one is able to interpret a single product of 
media in a different variety of ways, thereby essentializing the decoder in the process. Due to the 
three possible reading positions of the decoder, this model also points to how the autonomous 
audience in fact possesses the power to reproduce the message anew with certain modifications, 
hereby actually influencing a predominant discourse. This model of mass communication thus 
becomes of particular relevance to our chosen problematic as it provides the audience with many 
agencies in understanding media messages as well as the circulative nature of discourse. This 
approach also explains how any ‘sign’ can have multiple meanings depending on the different 
varieties of the personal ‘cultural maps’ or ‘capital’ the receiver may possess. This legitimizes 
looking into the variants of decoding without examining audience perceptions as such, as the 
discrepancies between conscious intended message of sender and the ‘misunderstandings’ or three 
possible positionings exemplify precisely how the audience in all actuality determines the message 
autonomously.  
4. Race and Europe  
Having explained our ‘grand theory’, Hall’s work, we wish now to introduce the second layer 
of theoretical framework of ‘middle-range’ theories. This layer is constituted by usage of three main 
texts, all which deal with the notions of Europe, aftermath of the colonial rule and thus the theme of 
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race. Even though these texts are narrated by different authors, this chapter will not segregate them 
through separate systematic summaries. Rather than this, we wish to underline the common threads 
in our exposition by weaving the articles together, thereby pointing to the interplay and mutual 
grounds. As previously noted, the purpose of these middle range theories is to enable a 
contextualization of the commercial by providing central concepts as tools for the analysis. The 
middle-range theories consist of the following writings; “Europe and the Silence about Race” 
(2008) by Alana Lentin, “The Decentring Agenda: Europe as a post-colonial power” (2013) by 
Nora Fisher Onar and Kalypso Nicolaïdis and, finally, selected thoughts of Richard Dyer’s book 
“White” (1997). Self-evidently, we are not able to put forth all points of this literature, which is why 
we will focus on presenting the main points, some of which we will then elaborate in our analysis of 
the commercial.  
Given that this project is applying the optics of social constructionism, it consequently 
perceives race as a socio-historically constructed idea. As a continuance of discussing the concept 
of race in our methodology chapter, this discussion now turns its focus towards the context of 
Europe; how the construction of meanings and categories of race are viewed from a European 
perspective. Taking into account the history of colonial times, race has constituted the relationship 
of Europeanness (modernity) and non-Europeanness (primitiveness). This becomes an interaction of 
the oppositional within ‘colonial’ conditions, which one can be distracted by if considering race 
only from a corporeal aspect. Although, the binaries of race can be seen as constructed through 
history, according to Lentin, the notion of race is still relevant due to its undecidability, which refers 
to the possibility of race to remain present and adapt itself to the transforming conditions and 
discourses (Lentin 2008). Lentin further states that the concept of race is generated more 
specifically from the Enlightenment methodologies; most notably the capacity to classify and order, 
and thus rationalize objects, particularly human beings. The foundation for the hierarchical ranking 
for humanity as the development of the notion of race has evolved into a complete system, where 
white is the superior and black – non-white – is the inferior. Lentin argues that it was “the European 
Enlightenment obsession with the aesthetics of its own whiteness” which constituted non-whites as 
the ‘Others’ (Lentin 2008; 494) and thus positioned whiteness as more important than blackness. 
Furthermore, the sign of blackness, or ‘non-whiteness’ if using our own conceptual framework, is 
designated to the historical and geographical differences for instance, which divide Europe from the 
rest of the world. In other words, Europe is constituted by the symbolic ideas and identity of what is 
non-European (ibid). 
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4.1. EU-centrism  
The prevalent influence of Eurocentric institutional and ideational legacies on a global scale 
has affected the shaping of the power relationships for at least the past four centuries. Onar’s and 
Nicolaïdis’ (2013) article focuses on the notion of Eurocentrism and how it has survived the periods 
of European imperialism and the colonial times. Over the past 50 years Europeans have been able to 
create and fine-tune the EU, which Onar and Nicolaïdis describe as a kind of ‘virgin birth’ (2013; 
248). ‘Virgin birth’ refers to the notion of the new entity (the EU) which neglects the past (colonial 
times) of its powerful Member States (ibid). Further they explain how the EU is an imagined 
community, which has constructed its identity upon the basis of a selective memory. This narrative 
focuses on Europe’s traumatic past of ‘civil-war-turned-world-war’ but the colonial past of Europe 
is not a part of the story. In other words, the relation with the rest of the world during four centuries 
of Europe’s colonial era has been “forgotten”. (Onar & Nicolaïdis 2013) Such a cleansed version of 
history refers to how Europe’s colonial relations are treated as blind spots in the past (Lentin 2008).  
In the form of hierarchization in ‘civilizationalist’ terms (civilized – primitive) Europe is 
positioned as opposite to the rest of the world. Moreover, it is seen as implicitly influencing the 
formulation of ‘normative power Europe’, which can further be interpreted as sophisticated forms 
of Eurocentrism and/or the EU centered narratives.  The idea of the ‘normative power’ of Europe 
focuses on the nature and methods of the EU’s soft power in the past two decades. The post-
colonial perspectives seminally account for scholarship and aspects of practice in this period. This 
further provides an evidence of how effectual the disclaim of Europe’s colonial past has been since 
the establishment of the EU project, and thus its claim to operate in the international scene as 
defining the ‘new normal’. (Onar & Nicolaïdis 2013)  
Onar and Nicolaïdis introduce Keene’s concept of the ‘two-tiered system of recognition’; 
which refers to mutual recognition among Europeans, but the recognition of the rest – non-
Europeans - is either conditional or denied. This system derives from the sovereign recognition of 
the ‘civilized’, or Europeans, while capitulations were the fate of the colonized – ‘barbaric’ or 
‘savage’ – or ‘semi-civilized’. The logic of the EU’s integration lies in this genuine mutual 
recognition of polities and identities across borders of the Union’s member states. For the EU 
integration of the Union also calls for methods of decentring its ideologies, which refers to “how 
and to what extent mutual recognition can be translated from a norm prevailing inside the Union to 
a basic norm governing relations with the rest of the world”. (Onar & Nicolaïdis 2013; 294) Lentin 
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(2008) also discusses the integration of Europe in terms of unidirectional assimilation, as integration 
is in reality signified as an inward process.   
 
4.2. Race in relation to racism 
The notion that Europe, and the ‘developed world’ in general, commands over a mass of 
‘others’ is the central idea of colonial enterprise and thus constituted the principle for racial 
hierarchization, also phrased ‘racialized modernity’ (Lentin 2008; 489). Race is a modern 
phenomenon as it is substantiated centrally to European modernity, Lentin explains in her essay, 
and takes a critical perspective on race. The central focus of the analysis of critical perspective on 
race or more specifically of “the modernity of race” is around the comparative recentness and the 
“contextually-dependent evolution” of race (Lentin 2008; 491). Moreover, the race critical theory 
persists “on the centrality of the politics of race to modernity and emphasizes the salience of racism 
while rejecting the biological significance of race, it nevertheless continues to define race in terms 
of signifiers such as skin color” (Lentin 2008; 493). Perception of race as socially constructed 
further leads to an understanding of race as being a central ordering principle in the modern 
Western societies. This can be explained by the way of thinking that race itself produces racism. 
Lentin states that “race is significant, not in itself, but because of its inability to exist solely 
conceptually and in the absence of racism” (Lentin 2008; 492). Furthermore, Lentin argues that the 
manifestation of racism comes forth in a variety of forms, such as societal and institutional 
discriminations or stereotyping (Lentin 2008)  
The idea of race has established the dichotomy of what it means to be both European and non-
European, and thus constitutes both the notion of the ‘Self’ and the ‘Other’. In the context of how 
race itself is engaged in the production of racism, Lentin claims that race is invariably experienced 
and imposed on most forcefully as racism by non-Europeans and non-whites under the hegemony 
and subjugation of the Europeans and whites. From this point of view, race is deeply rooted in the 
understanding of the notion of Europe itself. This is the notion that race is something external to 
Europe, as an extension of a discourse of race in association with biology and anthropology which 
concerns only ‘other’ people; non-Europeans. (Lentin 2008) 
In contemporary times Europe’s uniqueness and superiority towards the rest of the world is 
implied by the tradition of democracy; how Europe represents its political culture. Lentin (2008; 
488) describes the mentality of Europe as “the blatant hegemonic ‘them and us’” way of thinking, 
although the collective political imagination of the contemporary West itself is based upon a 
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viewpoint as inherently non-racist or even anti-racist. Furthermore, she explains this ambiguous 
relationship between ‘the clash of civilizations’ perspective and that the very idea of racism itself is 
unclear – at least for the majority. Racism, generally perceived as a “specific discrimination against 
individuals on the basis of skin color” (Lentin 2008; 489), is “far from being a memory from the 
dark past [colonial times]” as Lentin borrows Stuart Hall’s words (Lentin 2008; 488). This refers 
to, for instance, the aftermath of 9/11 – the “war on terror” – and thus seeing the existence of 
unwanted ‘others’ as a generalized threat. This further illustrates the different and also recurring 
forms of racism, from which biologically based discrimination, the old pseudo-science, is are seen 
as more threatening than that based on cultural sources (ibid). To elaborate on this we once again 
turn to Hall’s notion of race as the ’floating signifier’, by which Lentin explains the enablement of 
the ongoing presence of race as well as racism. This term explains how the concept of racism is, 
well, floating, in a chameleon-like sense, by constantly re-adapting to predominant political 
conditions; in this case contemporary democracy. The current democratic ideology has therefore, 
despite its definition, not banished actions of racism; it has simply masked and redefined the 
conditions under which they exist. Moreover, in the light of the ‘war on terror’ racism has been 
given new legitimacy, causing a criminalization of the ‘others’. Thus, ‘others’ are presently not only 
viewed in the light of a socially constructed human hierarchy, as “inferior” (colonial aftermath), but 
now also a threat in the strict antagonistic sense. (Lentin 2008; 488) This more recent dimension to 
the notion of racism is, just as the corporally based sense of the word, however just yet another way 
of advocating for separation of social groups in the interest of social harmony. This is, Lentin states, 
in fact coined ‘new racism’. (Lentin 2008; 489)   
 
4.3. Whiteness 
As the previous sections already aimed to illustrate, European colonialism, caused by white 
people, was both implicitly and explicitly racist, which further constructed the perception of race as 
external to Europe - the position of whites as the ‘norm’ is established in contrast to the racial 
‘others’. It could be assumed that the end of colonialism would have been the end of the unrivaled 
superiority position of whites (Lopez 2005) and the aftermath and consequences of colonial era - 
particularly in the European context – are still seen today (Onar & Nicolaïdis 2013). Dyer 
emphasizes, that the cultural production through the past few centuries, has provided (and still does) 
much of the ‘image vocabulary’ of whiteness, and as such, it is “always already predicated on 
racial difference, interaction and domination” (Dyer 1997; 13). 
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Whiteness is continuing to maintain plenty of its desirability as the cultural residues of 
whiteness and its hegemonic influence are lingering in contemporary post-colonial world as an ideal 
– sometimes hidden and unseen, sometimes blatantly.  Therefore, the notion of whiteness should be 
perceived as “a historicized and contextualized construction” (Hvenegård-Lassen & Maurer 2012; 
121) as the concept has been historically “complicit in the oppression, colonization, and outright 
genocide of nonwhite peoples the world over” (Lopez 2005; 18). Based on such histories of 
hegemony and suppression, Lopez (2005) points out the struggles of whiteness in the twenty-first 
century, and to be exact, the struggles related to whiteness attempting to examine itself according to 
the past, in order to distinguish the new nature of white subject as antiracist from its previous racist 
self. Such struggles of whiteness can be seen in connection to the reproduction of white power, 
what Dyer discusses, that it “reproduces itself regardless of intention, power differences and 
goodwill, and overwhelmingly because it is not seen as whiteness, but as normal” (Dyer 1997; 10).   
As long as this idea of whites, not seen as a racial category, is persisting, they are seen as a 
human norm – just people. Thus, when white people speak of other white people, they are simply 
referred to as “people” in general. This can be explained in terms that the racial differences and 
categorization are identified from a point in space, what tends to be white (Dyer 1997), which 
further indicates an unequal production of power seeing as “whiteness maps a racialized reality 
shared and lived by everybody” (Byrne 2006 cited in Hvenegård-Lassen & Maurer 2012; 26). 
Although whiteness draws up the racialized reality of the contemporary world, it is commonly 
unrecognized by those people who are comprehended as white (Hvenegård-Lassen & Maurer 
2012).  
Dyer describes the current world with the term of fragmentation, which is breaking up the 
traditional illusory of unified identities such as race, class and gender. In spite of the changing 
world the setting in which white people and white cultural agendas are still keeping their ascendant 
position in dominating the politics, media and education. (Dyer 1997) This illustrates the remaining 
whiteness as a part of the contemporary post-colonial world, as whiteness remains in the form of 
both “the cultural and ideological apparatuses that continue to reflect the values of the colonial 
regime” (governmental infrastructure, a national language etc.) and “actual white subjects” 
(erstwhile colonizers became citizens) (Lopez 2005; 13). Besides of the changes is the 
contemporary world what Dyer described, he also emphasizes the countervailing tendency of world 
culture towards homogenization (Dyer 1997). 
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Repeatedly in Western representation – in research into books, the press, television, film, 
advertising etc. – whites are sweepingly and disproportionately superior, as they are represented in 
central positions and/or elaborated roles. Such representations place white people as the ordinary, 
the standard and above all the norm in contrast to other represented races, although they seem not to 
be represented as whites to themselves, but as people who are differently abled, classes and 
gendered. Whites do not represent a certain race, they just represent the human race and thus they 
are “everywhere in representation” (Dyer 1997; 3). Such a representation of whites illustrates and 
explains the invisibility of whiteness in relation to its omnipresent nature. According to Dyer, 
whiteness is the sign that embodies white people to be visible and therefore “whites must be seen to 
be white” in order to register one’s (whites) corporeality. (Dyer 1997; 45) However, the true 
whiteness and its power reside in the non-corporeal and are maintained by being invisible, as “the 
invisibility of whiteness as a racial position in white (which is to say dominant) discourse is of a 
piece with its ubiquity” (Dyer 1997; 3). This description Dyer provides of whiteness as being 
omnipresent, unseen, and hidden lingering in the contemporary world refers to the so-called 
“invisibilization” of whiteness, which is going to be discussed in relation to the EU enlargement 
commercial in the analysis. 
 
4.4. Chapter summary  
This chapter discusses a variety of themes regarding race and Europe. It introduces concepts 
such as Eurocentrism, racism and whiteness as well as the construction of the racial dichotomies; 
white and non-white – a focal point throughout the chapter. Our social constructionist perspective 
of the Methodology chapter is hereby extended as the discussion particularly focuses on race in a 
European context. The notion of race itself – racial categories and hierarchization in terms of 
European/white in contrast to non-European/non-white – are explained as historically and socially 
constructed ideologies, which especially derive from the European colonial era, in which the 
practices of racial oppression were manifested by domination of the white race. As such, race itself 
does not exist without the notion of racism. We further illuminate ‘race’ and ‘racism’ in Hall’s 
terms as a ‘floating signifier’, which refers to the altering nature of concepts of race and racism; that 
these are to be seen as constantly re-adapting to predominant political conditions. Such re-
adaptations have, moreover, established new forms of racism, but regardless of this fact, the 
perception of whites as the superior race is still persisting in contemporary discourses. Furthermore, 
this lingering reproduction of whites as the ‘superior’ and the ‘norm’ and the hegemonic positioning 
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of whites towards non-whites have naturalized the notions of whiteness to such extent that 
whiteness, as such, has become invisibilized.  
As noted, this chapter emphasizes the significance of the historical aspect, especially 
colonialism, while examining the notions of race and the establishment of the dichotomy between 
Europeans/non-Europeans and whites/non-whites, as is reflected in Europe’s mentality of ‘us and 
them’. This furthermore offers us an understanding of the embedded discourses of hegemony and 
race in a European context, which derive from history as well as continuous reproduction and, thus, 
is lingering in the contemporary discourses. While considering the forthcoming analysis of the 
commercial, this chapter therefore provides the understanding of the context in which it is placed. 
The overall aspect of Eurocentrism – in relation to the comprehension of race, the EU, white 
hegemony as well as the discourses of whiteness – are all relevant point of views, as these concepts 
and perspectives are operationalized in the analysis. In other words, this chapter offers both a 
vocabulary as well as theoretical lenses to help us identify certain hidden discourses in the 
commercial. Hence, this enables us to discuss the respective terms in relation to the representations, 
and therefore serve to support our subjectively produced arguments. 
5. The analysis of the European Union enlargement commercial 
This chapter will be initiated with a brief summary of the commercial in question, in order to 
outline which of the portrayed elements and representations that caught our eye. Following the 
recapitulation, our actual analysis will be conducted in two phases; Part I and Part II. The purpose 
of Part I is to initially discuss the idea of the claimed ‘intention’ of the advertisement presented in 
the introduction chapter, and how it relates to the use of certain ‘signs’. Moreover, the first part will 
propound a possible understanding of the ‘signs’ and ‘signified’ by discussing ‘connotation’ and 
‘denotation’ through grand-theoretical optics; Hall’s theory of representation and his ‘model of 
mass communication’ presented in the chapter 3. This part is thus meant to shed light on how the 
critique is enabled by the ambiguity of the connection between ‘signs’ and ‘signified’. We have 
chosen to put emphasis on discussing the categories of ‘the woman’ and ‘the men’ as well as 
discussing ‘the text’, which appears at the very end of the commercial. The categories of ‘the 
woman’ and ‘the men’ are based on racial division of white and non-white, not in regards to gender. 
Furthermore, Part I is naturally an (example of) analysis on its own, it is, however, intended to serve 
as a preliminary argument and groundwork for the subsequent part of analysis. In Part II of the 
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analysis we seek to add weight to the main analytical points of Part I. This is done in the context of 
the EU/Europe, drawing on the middle-range theory of chapter 4 as well as the ‘Conceptual 
framework’ presented in chapter 1. This structure is generated by our wish to initially discuss the 
decoding/encoding with Hall’s theoretical apparatus, and hereby validate the accuracy or in-
accuracy of certain concepts. This, we feel, will cement the stability of our argumentative 
foundation, before we conduct a contextualizing textual analysis discussing it in relation to the 
discourse of the EU/Europe.  
 
5.1. The European Union enlargement commercial summarized 
The setting depicts the inside of what appears to be a warehouse building, where a Caucasian 
woman dressed in yellow walks alone calmly. At the sound of a gong the woman sees that she is 
being challenged to a fight. The first man to approach her aggressively is Asian-looking and dressed 
in traditional clothing of the art of Kung-Fu. Afterwards an image is shown of several white doves 
that fly of ground as if disturbed and scared. Secondly, an Indian-looking man dressed in traditional 
Indian clothing levitates towards her holding a sable and representing the art of kalaripayattu. A 
black male then enters the scenery whilst he cartwheels towards her in bare chest and dreadlocks. 
He is a representative of the Brazilian martial arts Capoeira. As the three men approach her from 
different directions aggressively, she reacts in a calm demeanor encouraging peace and non-
violence through bodily gestures. As she stretches he arms out her body becomes multiplied 
forming a circle around the three men. At the moment of the full circle all four characters sit down 
calmly in a meditative pose and the multiplied bodies of the woman transform into the EU’s 
characteristic yellow circle of 12 stars. At the end of the storyline a text shows up inside the circle, 
as if to recap the essence of the story, stating “The more we are, the stronger we are”. (The 
Guardian 2012, the video clip; YouTube 2012)  
 
5.2. Part I   
As we noted in the first chapter, the original ‘intention’ of this commercial, as stated officially 
by the European Commission, was to target young audiences by using martial arts references. To 
most people, with general knowledge on cinematic popular culture, the Kill Bill reference springs to 
mind immediately upon seeing the white woman dressed in yellow. Understanding this reference, 
and the additional martial arts references, is in fact the key if this original message behind the 
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encoding is to be symmetrical with the decoding of the audience. Presumably, the encoding was 
merely assumed to generate associations to martial arts with its depictions of classic fight styles, 
which just happened to be rooted in specific non-white cultures. As many martial arts are associated 
with olden days, the outward visual and bodily signs hence had to be indicative hereof. With the 
defensive claim of the EU in mind, one could state that the first ‘moments’ of Hall’s 
production/circulation concepts worked heavily through the assumption that popular cinema had 
internalized a connection between a woman in a fitted yellow suit and the prelude to a fight. Hence 
this was likely meant to be viewed as a “literal visual”, as contradictive as it may sound. This 
‘moment’ of ‘production/circulation’ would then further be rooted in the notion that many young 
people have a broad cinematic repertoire enabling them to understand such a reference without 
explication of this code with, for instance, words. Moreover, to the true connoisseur of cinematic 
culture, director of the Kill Bill movie, Quentin Tarantino, is highly respected for his productions, 
and has earned a great deal of acknowledgement worldwide as a result of his cult movies. Tarantino 
is, one could claim, a brand in itself that carries a favorable association of concepts such as 
‘credibility’ and ‘modernity’ with the young audiences. All this could very well have been thought 
into the ‘production’ moment as an attempt to rub off on the EU by means of the associative 
process. Unfortunately, the Kill Bill reference obviously took a backseat to the controversy on how 
the three males were represented. Moreover, as seemingly innocent as this encoder-intention is 
claimed to be, it is however still not without a number of pitfalls in regards to achieving a desired 
‘preferred’ reading and accepting position form one’s reader. It is plausible that no matter the 
sender or ‘intention’, a diversified depiction of certain cultures will almost inevitably lead the 
receiver to scrutinize the context and positioning of culturally characteristic ‘signs’. This would be 
caused by awareness of prevailing discriminatory discourses, which could possibly lead to an 
attitudinal positioning of the reader. The reader might, more simply put, let the post-reading 
position reflect his/her own ideology in regards to racial representations. 
So roughly this commercial is, yet again, ‘intended’ as a more of a literal, or direct, visual 
depiction of martial arts, and not an implicit vicious and stereotypical representation of ‘otherness’. 
This, however, is not to say that there was no intended discursive and connotative level of 
understanding in the process of coding and representation. On the contrary; such a dimension is 
bound to exist in an advertisement. The intended connotative level was, however, never expected to 
be taken to such interpretative heights that it lead to associations of discrimination. One might 
wonder whether clear texting, in the form of pointing to the fighting skills, would have been helpful 
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in avoiding the critique of character representation. Obviously, the advertisement is produced with a 
predominant use of visuals as opposed to clear text that, indeed, could have been able to explain the 
message. On the other hand, this lack of text, which leaves mainly images for interpretation, makes 
it interesting to remind that Hall (2005) notes, how the level of ‘denotation’ is actually more often 
connected to distinct visuals rather than text. This twist is then implying that most images (viewed 
individually without considering the surrounding context) could in a sense be perceived as 
‘universal’ or ‘fixed’. Therefore, seeing as this commercial uses mainly visual representation, the 
claim, with this understanding in mind, would be that denoted ‘signs’ should not have been 
problematic, because they can only be read in one universal way. Ergo; the image of, for instance, 
the Asian man, without taking into account the storyline or his behavior (context), had to be 
considered truthful and ‘denoted’ in the moment of production. But if denotation truly exists in the 
pure universal state, a “misunderstanding” or accusation of racism should not have been able to 
occur. This explanation is supported by Hall, (2005) as he argues that the traditional notion of the 
utterly universal ‘denotation’ concept is in fact not as universal as previously perceived; that even 
the assumed denoted level of a ‘sign’, one which is often taken for granted, arises from a certain 
discourse. Possibly then, this ‘universal’ understanding must therefore operate on one more 
naturalized and internalized conceptualization of images. One that un-willingly or un-knowingly is 
reproducing certain representations to which it has become accustomed, never considering or 
questioning the accuracy of these. So seeing as there, according to Hall, is no absoluteness to 
‘signs’ – that even denoted  ‘signs’ are to some extent the result of discourse – this opens up for a 
number of interesting perspectives. This is in fact suggesting that there is legitimacy for the 
controversy surrounding the commercial; legitimacy for the fact that certain levels of interpretation 
expanded to generate even ‘oppositional’ readings, meaning an understood but rejected message. 
To provide a further understanding of reading codes through connections of ‘signs’/‘signified’ and 
denotation/connotation we will now turn to the aforementioned categories of the woman, the men 
and text analytically – both by discussing them individually, as well as the context in which they are 
portrayed.  
 
Dichotomies 
Apparently, the white woman dressed in yellow is the central character of the storyline. 
Generally speaking a woman will automatically be seen as the binary opposition to the male and, by 
means of normative discourse, both of these categories are linked to certain human qualities. In this 
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popular normative discourse it is common to speak of soft ‘feminine’ values as opposed to hard 
‘masculine’ values. Furthermore, this is an understandable, and evident to most, dichotomy, and this 
type of representation of signs therefore clearly signifies that two opposite poles are being 
introduced. This is the associative process at its basic, and these associations could perhaps be 
considered ‘universal’, or at least naturalized, to such an extent that the general public would accept 
such a correlation of ‘signs’ and ‘signified’ as in fact a ‘denotative’ dimension of meaning. This is 
why examining the context in which these poles are applied is in fact the crucial part of 
understanding the connotation through the denotative level and dichotomies.  
Then there are the three men; the Indian, the Asian and the Brazilian, in accordance to the 
martial arts and cultural signs they represent. As explained, they are easily read as the categorical 
opposition to the woman, through the simple dichotomy of woman/man. This oppositional 
positioning is, nonetheless, further reinforced by a number of additional elements in both the 
behavioral as well as physical representation of these men. It is this contextual positioning of the 
woman and then men, which make out the ‘connoted’ level of meaning. Despite the fact that they 
are introduced as autonomous characters, they appear as a collective contrast to the white female. 
All of their physical appearances are blatantly non-white; a point which is reinforced further by 
their clothing and hairstyles bearing no apparent resemblance to what is considered Western culture. 
These three men are crucial to sense-making as recipient, as their ingress is the element that 
provides the reader with the ability to read this oppositional positioning. Fueling this positioning, 
which is now also suggesting the ‘connoted’ dichotomy of protagonist/antagonist, are the upset 
doves. Doves are a ‘sign’ as well, not entirely in the fixed sense, but they are however frequently 
used to signify peace. These creatures, with certain association to the concept of peace, appear to be 
connected to the representation of the white woman. The men, on the other hand, generate no such 
association. In fact, the Indian carries a sable as if indicating a position of launching offence or 
warfare. This again, is to cement the binary positions of characters.  
Now there is the denoted dichotomy of the categories of woman/men and the connoted 
dichotomy of protagonist/antagonist, or hero/villain, which is merely to mention the most obvious 
dichotomies at play
6
. If these are perceived as sequent or connected, then these oppositions in a 
sense serve as a domino-effect of reinforced representational systems in the moment of ‘use’. It is 
this exact representation of dichotomies, and how they intersect on both the denoted and connoted 
                                                          
6
 We wish simply to exemplify the most apparent representation of oppositions, knowing that symbolism resides also in 
factors like colors and such, as well as how camera lenses operate in terms of perspective. This, however, is not our 
field of interest.  
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level – thereby emphasizing one another – that in the end could have generated associations to a 
hegemonic discourse, where ‘white’ is constructed/interpreted as better than ‘non-white’. 
Essentially, this could be one of the primary parameters that enables an explanation for the moment 
of ‘reproduction’; the ‘oppositional’, or ‘counter-hegemonic’ readings that have been extremely 
vocal and critical of this commercial.  
As for the use of actual text in this advertisement, there is only one single sentence at the end 
of the story in this category. This structural placing of text serves as the final statement and thus 
takes form of a traditional summative morale. The sentence in question, “the more we are, the 
stronger we are”, appears to imply that the storyline could perhaps be meant as a visual analogy of 
this final sentence. Additionally, this phrase is an extremely ambiguous one, as it has not specified 
who the “we” in question is. This would plausibly generate further speculation in ‘use’ upon 
whether it refers to the actual “EU” community, or whether it should be seen in the light of the 
multicultural unity, which is formed through circle in the end. This single phrase could therefore 
have reinforced the downfall of this representation as “we” indicates the existence of a “them”, 
leading to associations of us/them binaries, another dichotomy, as it was blatant during the colonial 
rule. Additionally this connoted meaning could easily become favored in the process of decoding as 
the “lack” of precise explanation by words creates a larger space for conducting one’s own 
interpretation through visuals. 
By explaining the ambiguity of these signs and discussing the denoted and connoted levels of 
meaning, we mean not to conduct an analysis which claims absolute raw truth. On the contrary, we 
understand how this again is inhibited by our social science as it essentially claims that meaning is 
constructed individually. Even though it can, to some extent, represent a conceptualization 
representative of the vast majority in certain cultures, it can never be regarded as utterly universal. 
This is therefore an example of a possible reading in the light of personal conceptual maps, but 
serves implicitly as an argument of how such a critical reading is enabled.  
 
‘Intentions’ and “misunderstandings” 
Up till now we have attempted to elaborate on how the polysemy of the respective ‘signs’ 
connect to a certain signifier in the context of the storyline and through the reinforcement of 
dichotomies. This is relevant as it serves as the implication of how the original multiple meanings 
of such ‘signs’ are narrowed to a negative meaning due to the general symbolical dynamics within 
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the notion of binaries. This now leads us to contemplate upon the claimed ‘intention’ of decoder 
which we have emphasized heavily up till this point.   
Hall’s model of mass communication enables us to elaborate on the conceptions and readings 
of this commercial from a decoding perspective. We initially noted that this advertisement was 
meant with a representation of martial arts in mind, supplementing with the official stating of the 
EU, claiming that it had been “misunderstood” by those who read it as racist. Hall speaks of 
misunderstandings or ‘distortions’ as a lack of equivalence between the conceptual maps of encoder 
vs decoder. His explanation implies that the ‘signs’ must be entirely misread in order to speak of a 
so-called distortion. In this case it would make sense to explain a ‘distorted’ exchange of 
communication in regards to this commercial as, for instance, one that did not trigger the 
recognition of the Kill Bill reference through prior knowledge of popular cinema. So ‘distortion’ 
would arise if the original (possibly) broader polysemic meaning of a woman dressed in yellow in 
the context of a fighting scene is not read in the narrow meaning of the Tarantino movie. This, in 
fact, would be a misunderstanding in its true sense. Further, this means that the critique of this 
commercial is not necessarily caused by a direct ‘distortion’/misunderstanding, since much of the 
critical commentary acknowledged and understood this reference, but chose not to be accepting of 
the naturalized discursive code with which it had been produced. Therefore it should, in this 
specific case of critique, rather be read through the three hypothetical ‘positionings’ of the 
respective reader as Hall suggested in the extension of his model; the ‘dominant’, ‘negotiated’ or 
‘oppositional’ reading. This can be explained by the fact that these three readings all operate via the 
premise that the ‘dominant’ or ‘preferred’ meaning is understood, but with varying degrees of 
acceptance in relation to the subsequent circuit of discourse reproduction.  
Such a perspective does not regard ‘intention’ as valid or entirely significant in terms of 
decoding – at least not in the case of racial representations. By this we mean that  ‘intention’, in the 
discursive sense, works on both the level of consciousness in ‘production’ of message, but takes on 
a further, and much more important, dimension with the implicit ideologies and structures within 
used ‘signs’ that go into the production/circulation moment. This was also suggested earlier by our 
discussion of denoted meaning as exemplified with the Chinese character. Additionally, as we 
explained in the theory chapter 3, Hall states that the production/circulation is never the ‘ground 
zero’ of producing messages as it draws and depends upon predominant discourses. This is why it 
cancels out, or obviates, the notion of pure intentions, as any intended meaning will result in 
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appliance of naturalized or “common sense” correlations between ‘sign’ and ‘signifier’ at the end of 
the encoder-producer.  
So now, for the sake of staying true to the social scientific nature of our own study, we are 
obliged to de-construct and distance ourselves from the term of the conscious ‘intention’. We must 
regard this merely as a defensive claim of the EU; partly because it (clearly) has little to say in this 
circuit of message exchange, and partly due to the hidden ideologies that reside within 
representation. Instead, it becomes more relevant to look at how race is actually represented, whilst 
seeing this commercial as a discursive product of imbedded  “white ideology” and the transmission 
of an “un-selfconscious truth” (Awan 2008; 14). 
So even though the Kill Bill reference should be obvious to those who have either seen or 
been exposed to the promotion of the movie, this understanding does not promise a ‘preferred’ 
reading. In a reversed sense this would mean that critique of the racial representation is not 
necessarily tied to a direct “misunderstanding”, which the EU has claimed, as this would require, 
for instance, a lack of association to the specific movie reference. It also appears that this 
commercial plays largely on the element of dichotomies, suggesting oppositional positions of the 
categories woman/men. Moreover, when these dichotomies are examined in their context of a social 
dispute they easily generate readings of protagonist/antagonist, and seeing as the message and 
conscious ‘intention’ of the EU is not explicated through heavier use of direct language, the decoder 
is inclined to search for an implicated message. This is possibly further generated by the use of the 
pronoun “we” in the sparse employment of text. The moment of production/circulation must 
necessarily have had in mind to portray a representation of certain cultures, but this was originally 
done in order to make known which style of martial arts was represented, never wishing for a 
reading that accused these of racism. The claim of a pure intention, however, is not significant in 
the light of Hall’s theory, as conscious intention also works through naturalized discourse, hereby 
dissolving the validity of such a concept as a defense. Therefore the controversy and critique of the 
message must bear legitimacy, as the representation employed in the coding is revealing ideologies 
by works of discursive representation – and through these denoted/connoted images it reveals 
exactly how the producers of this commercial conceptualize non-white cultures. 
 
5.3. Part II 
The prior analysis now leads us to contemplate upon these specific conceptualizations of non-
white cultures in a wider context. Seeing as we have now explained the hollowness of claiming 
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“pure intentions” in this case, it leaves for dissecting and defining the actual traits of ideology 
imbedded in the current discourse of the EU. In other words; how is this representation of the four 
characters exposing perceptions of race?  
Let us now, for the sake of argument, twist the tables. If the producers representing the EU 
had chosen to use, for instance, only whites or only males to represent these martial arts – any 
constellation of characters that could have been considered an act of exclusion – this would have 
quite possibly been seen as a provocative message too. This is a point worth consideration. The aim 
of this slightly reversed perspective is by no means to defend the EU; rather, this merely aims to 
suggest that the EU might in fact not have been able to depict the chosen storyline with elements of 
non-white culture in any variety of ways without risking critique. Due to obvious hegemonic 
structures of the colonial rule, Europe as a concept is inevitably tied to associations of past 
historical events of oppression, discrimination and hierarchy of humankind. Europe, in fact, played 
a domineering role in constructing this exact racist discourse, thereby making it difficult to neglect 
in decoding, even in contemporary times. This would at least certainly be the case when “European-
ness” is being advertised, such as in this commercial. This yet again leads a point back to Hall’s 
‘conceptual maps’ that are molded through structures in society. The societal institution of basic 
historical schooling in early adulthood has quite possibly imprinted this connection between the 
notion of Europe and the act of racism. Since the order and sequence of conceptual maps in the 
minds of any individual serve as the foundation for individual interpretation, this association 
becomes a reasonable one as, on the base of this argument, the concept of ‘Europe’ and the concept 
of ‘colonialism’ will quite possibly be neighboring in the minds of many. In regards to the notion of 
‘virgin birth’ in Lentin’s (2008) essay – the EU’s attempt to neglect past occurrences of oppression 
qua selective memory – it comes forth as an attempt to indicate a fresh start. Despite this attempt at 
‘virgin birth’ we wish, however, to claim that the categories we discussed in part I, can be read as a 
continuous use of certain colonial discourses; discourses that might simply have re-adapted 
themselves to fit the contemporary democratic ideology of the West. This claim is enabled by the 
notion of representation in media as a communicative act of truth-telling on its own, one which does 
not regard vocal defense. Examining this representation thus means examining the silent message – 
the truthful nature of how the encoder conceptualizes the categories of white versus non-white.   
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Racial categories and hierarchies 
To the apparent eye, the representation of the three men and their cultural signifiers is not 
deliberately prejudiced; there is no immediate hint of caricature or ridicule. They are, however, 
represented in a quite stereotypical and slightly unmodern sense, hereby revealing a certain un-
deliberate prejudice. To defend this faintly, this particular representation was perhaps produced in 
light of how martial arts are often connected with tradition and elder culture. Nonetheless, there is a 
distinct difference in the insinuated levels of historical eras in regards to the two respective 
categories of woman and men. The outward appearance of the men is evidently antiquated, whereas 
the fitted yellow suit of the white woman evidently indicates modernity in style.   
It is instances such as this subtle but still notable difference that indicate how racial 
hierarchies are indeed at play, and how this imagery is advocating traditional racial hierarchization, 
with the whites placed in top. The sole fact that the white woman quite apparently is the protagonist 
of the advertisement is further reinforcing this point of view. The hierarchization of race is created 
in the history of European colonization, and this division is also synonymous with ‘modernity’ 
versus ‘primitiveness’. This is, again, reflected in the outfit she is wearing, a modern piece, as 
opposed to the outfits in which the men are represented; traditional and elder clothing, placing them 
in a submissive, ‘primitive’ and ‘underdeveloped’ position. Without re-entering the discussion of 
‘intention’, this point however, makes it interesting to note anew how the message was originally 
meant to promote mutual global respect and harmony. Despite this fact, the actual dynamics 
between the representations of the two categories, both in regards to outward appearance as well as 
behavior, are more likely to be seen as counteracting this motive. The storyline of this commercial 
could simply come across as a metaphor for generalized cultural differences or historical events of 
white superiority. For instance; the woman is walking calmly in her guarded space when the sound 
of the gong signifies permission to attack or flight. Then, the men appear one by one aggressively 
demonstrating their fighting skills. Despite the stressful situation, she clearly stays composed and 
cool, calmly observing as they make attempts to show superior skills. This can appear nonchalant to 
such a degree that it might seem even condescending of her. It can thus be translated to a feeling of 
unwavering control, a clear awareness of own superiority. This, even more so when she takes a 
deep breath, as if she is gathering supernatural powers, and multiplies herself through an effortless 
breeze, forming a circle around the men – capturing them. Subsequently, these men put down their 
hands and weapons, sit down next to the woman in obedience while mirroring her pose, as if they 
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are surrendering under her power. The analogy in such a storyline could almost be considered too 
self-evident to even explicate. 
This recapitulation is naturally proposing a subjective view on a possible interpretation, 
nevertheless it is a plausible one supported by the Hall-esque perspective of ‘conceptual maps’. 
Such an interpretation of the storyline will be based on a close connection of the concept of ‘racism’ 
and the concept of ‘Europe’. It is demonstrating at least that even though this particular decoding 
could be considered subjective, it is still valid by the sole fact that someone produced it, establishing 
that such a correlation does in fact occur. Thus, in regards to the EU’s attempt at ‘virgin birth’, such 
a perspective on the storyline would be able to claim that the discourse of the EU still works 
through an internalized notion of the uneven power-dynamics between white and non-white 
cultures. 
Yet, even though the advertisement can be regarded as multicultural/-racial in its content – 
seeing as different racial categories are represented – the aggressive nature of the men, as opposed 
to the calmness of the woman, is quite noticeable. As their behavior draws focus, the potential 
positive message of the multicultural element is disregarded and overshadowed. This behavioral 
binary in fact “cements the positioning of non-whites as problematic ‘other’” (Awan 2008; 21). 
Dyer’s (2007) notion of the fragmentation in contemporary times, and how the traditional illusory 
of unified identities is breaking up, suggests that the concept of race, where non-whites equal the 
inferior ‘other’, is persisting.  This is at least the case in this commercial when it is observed 
through these theoretical lenses. Thus, the changing world scene has further had influence on 
establishment of new forms of racism, the so-called ‘new racism’. This is a more sophisticated 
variant of racism, located in emphasis on cultural differences as opposed to prior biological ones. 
The characteristic trait of this ‘new racism’ manifests itself “through a process of ‘positive self-
representation and negative other-representation’” (Awan 2008; 25). In this case the aggressive 
nature of the men would serve as an indicator of negative other-representation, whereas the lack of 
aggressive response at the end of the woman shrouds her in a positive light. This fact is even 
reinforced in the end, as she initiates the act of mutual respect and peace – paradoxically through 
the use of meditative poses; gestures of non-white culture. 
 
 ‘Us’ and ‘them’ 
Through the works of discourse-based decoding, these representations and cultural 
signs/signifiers easily become positioned in regards to a specific societal and historical context; that 
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of the EU and the history of Europe. The diversified pallet of characters, as autonomous 
representations of certain racial categories, can be further interpreted as different actors in the real 
global scene; global powers in terms of nationality. By examining the advertisement further from 
this point of view, and as a continuance of the social scientific and theoretical ground of this study, 
the white woman quite possibly serves as the implicit representation of the EU/Europe, whereas the 
non-white men are to be seen as representing non-Europeans.  
The naturalized ideologies of race derive from the history of Europe. Thus, this commercial 
can be viewed as reflecting the prior construction of non-whites as the ‘other’ such as during the 
Enlightenment and colonial times. By introducing the different characters as a representation of 
different racial categories, and by choosing a white person to represent the EU, it already enforces 
the ideas of the EU/Europe as white. Such reproductions of Eurocentric mentality and white 
hegemony advocate the historical division between ‘us’ – Europeans – and ‘them’ – non-Europeans, 
or non-whites. This is, essentially, a typical illustration of how race itself produces racism. Further, 
it supports the arguments of critical perspectives on race and the claim that the talk about race 
should be silenced (Lentin 2008). As soon as the acknowledgement of characters in decoding is 
done through cultural signs – upon seeing that the protagonist representing the EU is white and the 
antagonists are represented by non-whites – the racist discourse is activated.  
Seeing as the behavior of the men is obviously aggressive, it serves as a representation that, in 
the analogical sense, possibly indicates how non-white races have attacked the white race. This 
enforces a possible decoding of how the EU regards non-white races with perhaps a slight feeling of 
hatred or grudge. This exact dynamic of interaction not only points to the binary positioning caused 
by the colonial rule, but can in this case be seen in the light of more recent events; for instance 9/11. 
The aftermath of this event generated a realization within white culture – a realization of the 
existence of unwanted ‘others’ which, as a result, generalized them as a threat (Lentin 2008). In a 
sense, it brought renewed legitimacy to the act of racism and segregation under disguise as 
necessary self-defense. Therefore this tragedy heavily influenced the hegemonic binaries in the 
discourse on white towards non-white. Subsequently to this occurrence certain non-white cultures 
were seen not only as ‘oppressed’ (aftermath of colonial times), but now also as ‘vindictive 
aggressors’ (aftermath of 9/11). This means that the event of 9/11 heavily reproduced the negative 
discourse on non-whites by adding aggression to the list of “their” qualities, as opposed to a 
“manageable” ‘passive acceptance’ of oppression. This, then, is easily read in the commercial as yet 
another historical reference to or analogy of generalized non-white behavior. Moreover, this 
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behavioral representation positions the men as problematic or as a ‘threat’ to the woman (Awan 
2008), enabling a ‘behind the scenes’-interpretation; that non-white cultures are possibly perceived 
as a threat to the EU and its unity. This suggested message, extracted from the positionings of 
characters, can be “a consequence of larger political concerns” (Awan 2008; 17).  
Additionally, this perspective can be discussed by turning to the chosen martial arts, which 
refer to China, India and Brazil respectively. In a global scene these nations might be regarded as 
rising powers in terms of economics, for instance, whereas Europe struggled during the financial 
crisis in 2008 – 2009 and is continuously affected hereby, even today. During and after the crisis in 
Europe, other global powers improved their economic positions; a fact which might have 
undermined the hegemonic position of the EU and Europe in the current discourse. Such a 
perspective could therefore suggest that the EU is revealing a degree of “weakness” as it promotes 
assimilation and homogenization – advertising the need to be united in order to maintain a dominant 
position against the threat of rising powers; those of which, of course, are not considered allies. One 
could claim that the EU sees the expansion of alliances and unity as the road to maintaining a 
dominant position. Such a decoding consequently comes across as an aspiration for assimilation and 
expansion in order to consolidate themselves as an economic entity.  
As the white woman multiplies herself in the end, creating a circle around the three non-white 
men, all four characters are depicted in calm consensus through the meditative gestures. Then, 
however, the three men vanish from sight completely. Such an element of disappearance certainly 
proposes a variety of critical interpretations. For instance, the act of circling around the men can be 
read as a receptiveness of the EU towards the candidate nations for the Union membership – and 
more generally, receptiveness towards the rest of the world – in a sense that ‘others’ can be 
included in their “privileged” community. However, this inclusion works through certain conditions 
of consensus, adaptation and assimilation designated by the EU itself – hereby keeping its superior 
position. As discussed earlier, the integration of Europe is perceived as a unidirectional assimilation 
process; the decentring methods for translating the European ‘norm’ in governing relations with the 
non-Europeans. Such an inward integration can be interpreted from this particular scene, as the non-
white men are placed inside the circle that represents the EU whereupon they disappear, possibly 
indicating homogenization of the non-white/non-European ‘others’. The tendency of 
homogenization in regards to cultures of the world is also emphasized by Dyer (1997) as he 
discusses the fragmentation of the traditional illusory of unified identities. This further relates to the 
logic of the EU projected to operate towards defining the ‘new normal’ on a global scale, which is 
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supported by and reproducing the Eurocentric ideas; Europe’s abstract universal power over the rest 
of the world. The vanishing, “cleansing” or homogenization of the three men, however coined, can 
be read as illustrating the European or the EU’s power or control over ‘others’. In addition to this, 
the representation of the woman supports this line of thought as she shows no sign of being scared 
or threatened by the attack. As it was earlier suggested, this composure can be indicating that the 
woman feels an unwavering control in this particular scenery. This, in turn, reinforces the 
hegemonic ‘them’ and ‘us’ discourse, signifying that the EU regards itself as possessing 
socioeconomic and political power over ‘others’, therefore any threat or attack in this sense is 
disregarded and belittled. 
The motive of the commercial was to promote the EU’s enlargement; a celebration of 
inclusion into its community. However, even though the act of circling around the men offers an 
image of inclusion and receptiveness, taking into consideration the actual represented cultures of 
India, China and Brazil, it is clear that these, due to geographical factors, cannot be regarded as 
possible candidates for inclusion in the EU. Without entering specific policies of requirements for 
membership, it is essential to note that even though the characters were surely chosen in accordance 
to the chosen martial arts theme, their function was most likely meant as a metaphor for the new or 
the prospective candidate countries for membership. Yet, not every nation in the world qualifies as 
a candidate for participation in the EU, thus rendering this a matter of blatant inclusion and 
exclusion. Furthermore, when the concept of the EU organization is taken beyond the concrete 
notion of a constellation of countries, it can be considered as more of an ‘imagined community’, 
hereby reflecting or pointing to the ‘abstract ideology’ such a community would possess. Even 
though the men do not represent actual candidate countries for membership as such, and thus cannot 
be included in this ‘imagined community’, considering the discourse of ‘us’ and ‘them’ enforces the 
ideas of excluding ‘otherness’. In the context of this commercial this would therefore be read as an 
exclusion of non-whites in racial and cultural terms. In other words, the act of including only 
chosen candidates into the community, and even those on certain premises, produces a deliberate 
exclusion of others; an act otherwise coined ‘discrimination’.  
The representations we have discussed so far quite obviously enforce the discourses of white 
hegemony versus ‘otherness’, the non-white. Hence, this is a representation that can be read as the 
continuance of subordinating non-white racial minorities (Awan 2008). The invisible nature of 
white ideology renders in discourses of race as well as in this commercial, and seeing as we find 
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this apparent notion of white hegemony to be a problematic issue, the focus of this chapter now 
turns directly towards whiteness and its invisibilization. 
 
Reproducing ‘whiteness’ 
The media is suggested to be “a principal form of ideological dissemination”, which 
“produces representations of the social world via images and portrayals” (Stuart Hall in Awan 
2008; 12). With this in mind, these media representations are therefore largely influencing the 
construction of individual ‘conceptual maps’, which furthermore manufacture “a network of 
understandings that informs us ‘how the world is and why is works as it is said and shown to 
work’”(ibid). In regards to this powerful impact of the media, the EU, as a powerful institution by 
itself, is consequently to be seen as reinforcing its power through the use of media. This commercial 
is a communicative product mirroring their contemporary attitudes and ideologies in regards to race, 
and this product is consequently meant to be viewed by large audiences. These audiences are 
subsequently expected to reproduce the discourse by which it is produced, making it crucial to 
represent certain images properly – seeing as they, essentially, mold the minds of the general public. 
More simply put, the EU had the power to maintain and control certain associations and attitudes 
concerning the concept of race by means of their chosen representation. This again legitimizes 
critique of how the white woman is represented as ‘civilized’ by the ´sign’ of a modern Kill Bill 
outfit, referencing the Western world and white culture, whereas the men are represented in 
traditional and stereotypical martial arts clothing – the ‘underdeveloped’ or ‘primitive’ fashion. As 
both parts of this chapter have already revealed, the representation of ‘otherness’ is easily read as 
critical towards non-white culture through subtle coded elements of prejudice. These 
representations of racial ‘others’, in stereotypical terms, derive from the colonial era and the 
Enlightenment period where the division of racial categories and hierarchization was established. 
Despite the fact that such a stereotypical and subjugated representation of non-white races is deeply 
rooted in history, it also demonstrates how Eurocentric principles remain and reproduce themselves 
in the contemporary discourses. Additionally, as discussed earlier, their actions, ‘calm’ as opposed 
to ‘aggressive’, are enforcing the discourse of racial categorization and binaries based on more 
recent events, and thereby also promoting white ideology. 
Since the aim of this paper is to discuss the construction of race from a social constructionist 
perspective it necessitates a view on this historical parameter. As dealt with in chapter 4, the racial 
differences and categorizations are identified in contrast to whiteness, which has further caused the 
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naturalization of white ideology (Dyer 1997). Moreover, as the white ideology masks itself through 
‘common sense’, ‘white’ becomes equivalent with the ‘norm’. This is especially the case in Western 
societies where the hegemonic white ideology has been naturalized to such an extent that it 
becomes ‘invisibilized’ (Awan 2008). The historically constructed notions of race and whiteness as 
‘the norm’ are still persistent and lingering in the contemporary world, and this chosen product of 
media, the EU commercial, proposes interpretations that support this theory. While considering 
Dyer’s arguments on whiteness and the tendency of white people keeping a superior position in 
dominating the media, this could further suggest that the producers of this commercial are also 
heavily affected by the discourse of whiteness (Dyer 1997). This also leads us to re-visit Hall’s 
point of how encoding can never guarantee a symmetrical decoding, as the conceptual maps of any 
individual, who determines the course of ‘production’ moments, will be affected by naturalized 
discourses. These may, however, be natural in the moment of ‘production’, but not necessarily to 
the particular decoder during the moment of ‘use’ and ‘reproduction’. These latter moments are 
determined by the decoder’s own process of sense-making through own naturalized discourse. By 
producing a commercial the EU had the power to choose and dictate certain representations. They 
could, thus, have steered the discourse in a certain direction due to the power of media; the power to 
control and maintain beliefs and attitudes in the social world (Awan 2008).  
Dyer notes that, repeatedly in Western representation, whites are represented in central 
positions, exactly as the white woman in this commercial. Moreover, not only is she central, she is 
also introduced prior to the other characters and positioned as the heroine. Seeing as there is little 
reason to doubt that she is meant as the symbolic representation of the EU, this centralization is 
merely cementing the superiority of white ideology. However, if this implication did not produce 
the message of white ideology, the marginalization of the non-white men and their evident role of 
villains surely could do so.  
The controversial reception of the commercial could possibly also be a reflection of the so-
called ‘struggles of whiteness’ (Lopez 2005). Although the establishment of the EU has been 
described as a ‘virgin birth’, the EU is, nonetheless, still dragging along the colonial histories of 
racial oppression and hegemony. Moreover, despite this attempt at a fresh start, the binary divisions 
of race and hierarchy are categories which Europe has manufactured on its own. Just because the 
EU is cringingly neglecting parts of its past, does not mean that every other part of the globe does 
so as well. This is a factor that makes the EU sensitive to criticism, and it is quite identifiable in the 
case of this commercial. This aforementioned ‘struggle of whiteness’ resides between the lines, in 
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this case perhaps reflected through the multicultural/-racial representations. The depiction of 
multicultural characters appears to be an effort to counteract Europe’s racist past, and thus promote 
its own contemporary imagination of self as non-racist or anti-racist (Lentin 2008). The ‘struggle of 
whiteness’ can serve as an interesting element in the ‘moment’ of production and encoding. In fact, 
it can result in a number of contradictive images; some of which are a blatant colonial legacy and 
others that are imprinted with forced messages of global harmony and respect. In this sense, it 
becomes a mixture of blurred messaging through an employment of internalized and naturalized 
discourse that is additionally intersecting with forced deliberate elements meant to claim a certain 
(however, possibly different) ideology. Yet, seeing as true ideology already resides in discourse, the 
forced message can easily appear contradictive and unnatural. Such a case appears quite evidently 
in the commercial as the four characters put all weapons aside and sit next to each other  in a state 
of mutual respect – an imagery neglecting that only a few seconds ago the three men were depicted 
as stereotypical, aggressive ‘others’. Essentially though, this final image is meant to signify and 
promote peace between individuals of different cultures – perhaps to show openness to the notion of 
multiculturalism.   
This effort of the EU, to represent a multicultural/-racial pallet of individuals (seeing as the 
EU actually is multicultural), comes across as the effort to enforce a non-racist ideology. 
Paradoxically, this representation is actually also considered a reproduction of white power, as the 
producers did neither see nor consider how they actually positioned themselves by representation of 
the symbolic white woman. Even though the EU did not necessarily have any claimed ‘intention’ of 
representing itself in a superior and white position, as it does with the white woman, this is the exact 
representation being produced. The sole fact that a white person was chosen to represent the Union 
already serves as an indicator of this white ideology and the reproduction of white power. The 
whiteness of the main character is naturalized; an “obvious” choice for the advertisement to 
represent the EU. This reproduction of white power might occur without deliberate ‘intention’ at 
play, but it does so through the works of internalized discourse of whiteness – probably because the 
woman was not regarded as white, but merely a representative of a ‘norm’ or ‘average’ citizen. This 
exact line of thought is the concept of invisibilization at play. 
The ambiguous text at the end of the commercial, as discussed in part I, plays an additional 
role in what appears to be advocating Eurocentrism and whiteness. As the white woman seemingly 
represents the Union, the use of “we” automatically produces a reference to the “we” she, as the 
central character, must be representing. In other words, it cements the notion that she is in fact 
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representing a community of some kind. The existence of any community (us) therefore naturally 
produces a counterpart that is outside this community (them). This statement therefore produces 
indirect categories on its own, even without having regarded the dichotomies of the imagery 
beforehand. Even though ‘The more we are, the stronger we are’ is meant as a point of reference to 
the enlargement and integration of the EU, it can just as easily be considered in connection to the 
colonial past of Europe. Roughly speaking, this message could just as well have been used to 
advertise the ideology of these past times – in the sense that Europeans explored and conquered 
large areas of the world, and oppressed the non-white races with racist actions. Therefore, this again 
suggests that time might have changed certain political circumstances, but the legacy of colonialism 
has remained by simply altering its shape to fit contemporary conditions. Thus, borrowing Hall’s 
words, race is indeed quite evidently a “floating signifier”. 
6. Conclusion 
When the EU released the enlargement commercial in 2012, it sparked a noticeable amount of 
controversy. Both media as well as users of social media argued that this product was encouraging a 
racist discourse. Even though, European Commission took a defensive stand, claiming that this was 
never their ‘intention’, and that the goal was to promote mutual respect and harmony with images of 
martial arts, criticism persisted. The aim of this project has been to shed light on how such a critical 
reading was enabled, and how exactly it could be read in this critical sense. Moreover, the purpose 
of the research has been to inspect the dominant and prevailing discourses of the EU in regards to 
the notions of race and that of the Union itself. 
This study initially discussed the claimed ‘intention’ of the sender; we wished to elaborate on 
this aspect, seeing as the fact that it was claimed to have been “misunderstood” by those who 
accused it of promoting racism, proposed an interesting problematic. This ‘miscommunication’ of 
message was the main factor that provoked our interest for examining this particular commercial. 
By applying Stuart Hall’s work as the foundation for this study – as well as additional articles, 
which were at large an extension of his work – we pieced together the analytical tools necessary to 
conduct a critical textual representation analysis of the advertisement. Through usage of Hall’s 
theories we were able to deconstruct the notion of the EU’s claimed ‘intention’, hereby explaining 
how their claim carried no particular validity. This is elaborated through the concept of internalized 
discourse, which is highly determinate for whichever representation is being subjectively produced. 
Thus, discourse speaks a truth of its own, without regards to vocal claims of defense. Internalized 
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discourse, simply, reveals the true nature of one’s naturalized ideology. With this perspective in 
mind we proposed a possible review of message exchange by applying Hall’s ‘model of mass 
communication’. This model helped us explain why the ‘intended’ message was not delivered to the 
audience intact, again pointing to how discourse determines both the encoding (message 
production) as well as the decoding (message reception). A large factor in this are the so-called 
‘conceptual maps’; individually constructed notions and connections between concepts of the 
world. Subsequently, we suggested a plausible semiotic reading of selected ‘signs’, the categories of 
‘woman’ and ‘men’ according to our subjective conceptual maps, revealing that the commercial 
employs an evident number of dichotomies; man/woman, protagonist/antagonist, ‘us’/’them’, 
modern/primitive. These dichotomies work through mutual reinforcement, whilst generating 
possible associations to racial categories and hierarchy in regards to white/non-white. Our analysis 
proceeded to examine these ‘signs’ in the specific context of colonial legacy and ideology of 
Europe and the EU. By proposing certain interpretations we analyzed, and are now able to 
conclude, that the commercial can be read as the visual analogy of colonialism, as well as more 
recent global events in economic and political terms. Moreover, we pointed to how the EU is 
making attempts at neglecting Europe’s past oppressive and discriminatory behavior through the 
notion of ‘virgin birth’. Despite the contemporary democratic ideologies and selective memory of 
the Union, we argue that the discourse of the EU is still operating through division of race and 
racial hierarchy. This tendency further enforces and reproduces discourses of whiteness. The 
indicated dichotomies within the representations in the commercial shed a questionable, even a 
negative, light on the men; non-whites, while simultaneously shrouding the woman in a positive 
light.  
Racism embedded in the discourse of the commercial – and more generally contemporary 
times – is perhaps not as blatant as during the colonial rule, but in contemporary times the discourse 
has simply re-adapted to the circumstances and renewed ideologies of democracy. This notion of 
‘new racism’ resides in not so much the biological factors, as previously, but is now apparent in 
discourse by direct or insinuated emphasis of cultural differences – exactly as it is the case in this 
particular commercial. Even though ‘race’ and ‘racism’, being ‘floating signifiers’, are seen as 
altering themselves to fit into predominant conditions, the commercial with its representations 
mirrors and reproduces Eurocentric ideology and ideas of oppositional racial categories – categories 
Europe established by itself. This is further explained with the aspect of invisibilized whiteness; as 
the ideologies of race are naturalized to such a degree that discourses of whiteness and white 
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ideology are (unconsciously) perceived as the “norm” and “ideal”. This could surely have been the 
case with the producers of this commercial, which essentially explains how they were not able to 
foresee such a critical reading of the advertisement. 
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